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Al deployment in BPO and customer operations has moved well past the pilot stage, but
proof of value is still being determined. This report examines how leading BPOs are building
credible measurement programs, from KPI stacks that span customer outcomes, operational
performance, workforce effects, and risk, to the baselines, attribution discipline, and review
cadences. The goal is to give buyers a practical framework for evaluating whether a BPO’s Al
claims hold up under scrutiny.
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Maximizing the Al Opportunity

For the past decade, customer service organizations chased Al the way a dog chases a fire truck. Full of energy,
absolutely committed, but not always clear on what happens if they actually catch it. Well, now they have. The
question we face as an industry is no longer whether Al can be deployed across CX and BPO operations, but
whether anyone can prove it is making the business meaningfully better.

That question lands with particular force in the BPO market. Much of the industry now points toward a human+Al
future, with Al handling routine work while people take on more complex, judgment-heavy, and relationship-
sensitive tasks. That shift is often framed as a threat to the traditional BPO model. It can also be read another
way. BPOs may be among the best-positioned organizations to show how to measure the value of augmentation
at scale, because they already operate at the intersection of human performance, workflow redesign, and client
accountability.

Al in customer operations has moved well beyond shiny demos and hopeful pilot decks. Buyers are being
asked to fund broader rollouts. BPOs are being asked to justify new commercial models, new delivery methods,
and new claims of transformation. Technology providers must show that their tools do more than generate
activity, dashboards, or executive excitement. Everybody says the value is there. Far fewer can convincingly
show their work.

Why This Report is Necessary

We look at how providers are measuring Al impact in live programs, including the KPI stacks
they use, the baselines and controls they apply, the attribution rules they rely on, and the review
cadences that separate serious measurement from storytelling with a calculator. The goal is to
identify what credible proof of value looks like and what buyers should ask to see before they
accept a vendor’s victory lap.

Connecting Al, Intelligence, and Automation for Real Business Gains

Opus Research’s work on Conversational Experience Orchestration also connects directly to this issue.
Conversational Al, conversation intelligence, and automation cannot be treated as isolated pieces of the stack.
They operate in a loop. Analytics can reveal where automation should be deployed. Automation changes the
interaction mix, which changes what should be measured. Real time guidance can shape human performance,
which then affects customer outcomes, operational efficiency, and future automation opportunities. When these
capabilities work together, they can produce real business gains. They can also create confusion when it comes
time to assign credit.

That is one reason value in Al-heavy customer operations is easy to overstate and hard to attribute cleanly. If
conversation analytics identifies a high-friction, low-complexity call type and an Al agent later contains more

of those contacts, where did the value come from? From the insight? From the bot? From the orchestration
between them? From better knowledge? From improved routing? The honest answer is often some combination
of the above. The less honest answer is to count the same benefit two or three times and hope nobody notices.
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CX leaders and buyers should keep their focus on this proof problem because the consequences are real.
Measurement gaps influence which vendors get shortlisted, which pilots get expanded, which BPO partners win
strategic work, and which programs survive budget season. Weak proof of value leads to weak buying decisions.
It pushes teams to overpay for noise and miss the capabilities that move outcomes. This is especially important
with BPOs because they do not create value the way software vendors do. As Nick Delis of Atento put it, BPOs
now have to “move from selling operational excellence to selling business outcomes.” A tech provider can

point to product features and usage. A BPO needs to demonstrate that it changed the operation itself through
technology, workflow design, labor model changes, governance, and execution in ways that improved customer
experience, efficiency, revenue, or risk.

"When you're an Al vendor, your sole job is to convince

a client to buy. Our objective is to help our clients as a partner.”
=MIKE BARTLEY, Senior Digital Solutions Principal, Alorica
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